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ABSTRACT: Business ethics has increasingly been recognized as a strategic determinant of
customer satisfaction, yet the way ethical values are perceived and translated into customer
evaluations may differ between companies that explicitly embed religious values into their
operations and those operating on conventional, secular business logic. This article presents a
comparative conceptual analysis of business ethics perception and customer satisfaction across
religious value-based and conventional companies, drawing on a systematic review of academic
literature published in Scopus and Sinta-accredited journals. Using a qualitative literature study
method, sources were selected, screened, and thematically synthesized to identify convergences
and divergences in how ethical dimensions honesty, fairness, responsibility, and value congruence
shape customer trust and satisfaction across the two business types. The analysis finds that
religious value-based companies tend to generate satisfaction through a dual material spiritual
value proposition anchored in religious legitimacy, whereas conventional companies rely more
heavily on functional and reputational mechanisms such as service quality and corporate social
responsibility signaling. Both types, however, converge in that trust functions as a central
mediating mechanism between perceived ethics and satisfaction. The findings offer a conceptual
framework guiding future empirical testing, with practical implications for firms seeking to
strengthen ethics-based customer relationships regardless of value orientation.
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INTRODUCTION

Business ethics has moved from being a peripheral corporate concern to a central pillar of
competitive strategy, particularly as customers increasingly evaluate companies not only on the
quality of products and services but also on the moral conduct embedded in how those products
and services are delivered. Ethical statements, codes of conduct, and value declarations are now
common features of corporate communication, reflecting a broader recognition that customers'
perceptions of a firm's integrity, fairness, and social responsibility can significantly influence
satisfaction, trust, and loyalty (Murphy, 1995).

Within this landscape, two broad categories of companies can be distinguished based on the
normative foundation of their ethical commitments. The first category comprises religious value-
based companies firms that explicitly ground their business conduct in religious teachings, such
as Islamic business ethics rooted in principles of tawhid (the oneness of God), justice (‘ad/),
honesty (sidg), and the prohibition of usury (riba) and excessive uncertainty (gharar)
(Ghinarahma, 2025). The second category comprises conventional companies, which formulate
their ethical commitments primarily through secular managerial frameworks such as corporate
social responsibility (CSR), stakeholder theory, and professional codes of conduct, without an
explicit religious referent (Oberseder, Schlegelmilch, Murphy, & Gruber, 2014).

Empirical evidence from both traditions suggests that perceived business ethics is positively
associated with customer satisfaction. In the context of Islamic banking, customers' perception
of Islamic business ethics and service quality has been shown to influence customer satisfaction
and loyalty, although the strength of this relationship varies across institutions and markets
(Huzaimah & Ibdalsyah, 2018). Similarly, in Islamic hospitality settings, customers' perception of
sharia-compliant service quality contributes to customer delight, which subsequently strengthens
loyalty (Kurnia, Hendratmi, Anam, & lvanda, 2023). Sharia business ethics has further been
argued to contribute to customer satisfaction by fostering an ethical and fair business
environment that resonates with both the material and spiritual expectations of Muslim
consumers (Ghinarahma, 2025).

Parallel findings exist in the conventional business literature. Mulki and Jaramillo (2011)
demonstrated that customers' perceptions of a firm's ethical reputation amplify the positive
effect of perceived value on customer satisfaction in the banking sector, independent of any
religious framing. Luo and Bhattacharya (2006) found that corporate social responsibility an
ethically grounded but secular managerial construct affects customer satisfaction and, through it,
firm market value. Oberseder et al. (2014) developed and validated a scale showing that
consumers' perceptions of a company's economic, legal, ethical, and philanthropic
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responsibilities are systematically related to satisfaction and purchase behavior. More recently,
Ahmad, Shakir, Azam, Mahmood, Zhang, and Ahmad (2023) showed that CSR and green
consumption practices enhance consumer satisfaction and loyalty, moderated by consumers'
ethical beliefs, while Shih, Silalahi, Baljir, and Jargalsaikhan (2024) demonstrated that perceived
sustainability an ethically inflected corporate attribute affects customer satisfaction through
perceived value.

Despite this substantial body of evidence within each tradition, comparative studies that directly
examine how the perception satisfaction relationship differs between religious value-based and
conventional companies remain limited. Most existing studies are confined to a single business
type either an Islamic financial or retail institution, or a secular corporation rather than
juxtaposing the two within a unified analytical framework (Ali & Al-Aali, 2015). This is a notable
gap, because the normative foundation of a firm's ethics is not merely a rhetorical difference; it
plausibly shapes the psychological mechanisms through which customers interpret ethical cues
and translate them into satisfaction judgments. Agle and Van Buren (1999) argued that religious
commitment introduces a transcendent frame of moral accountability that is largely absent from
secular business ethics, suggesting that religious value-based firms may access a distinctive
spiritual as well as material satisfaction pathway that conventional firms cannot readily replicate.
Conversely, conventional firms may rely more heavily on visible, verifiable signals such as service
quality, CSR disclosure, and reputation management to build the functional trust that underlies
satisfaction (Colgate & Hedge, 2001).

The importance of clarifying this comparative pattern is reinforced by findings on religiosity as a
psychological driver of customer evaluations more broadly. Dinh, Nguyen, Trinh, and Nguyen
(2022) found that religious commitment enhances life satisfaction and ethical judgment, which
in turn strengthens consumer loyalty even in a secular retail setting such as convenience stores
suggesting that religiosity operates as an individual-level factor that companies of either type may
need to account for. Okpara and Wynn (2008) further showed that ethical climate shapes job
satisfaction and organizational commitment, which has downstream implications for the quality
of customer-facing service delivered by employees, regardless of whether the firm's ethical
foundation is religious or secular. Meanwhile, in family businesses many of which embed religious
or value-laden identities into their operations ethical narratives are actively constructed and
transmitted across generations, shaping how such firms present themselves to customers and
stakeholders (Parada & Dawson, 2017).

Given this background, the present study addresses two research questions: (1) how does
customer perception of business ethics differ between religious value-based and conventional
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companies, particularly across the dimensions of honesty, fairness, responsibility, and value
congruence; and (2) through what mechanisms does perceived business ethics translate into
customer satisfaction in each business type, and how do these mechanisms converge or diverge?
By synthesizing findings from Scopus and Sinta-accredited literature, this study aims to construct
a conceptual comparative framework of the ethics satisfaction relationship that can inform both
theoretical development and managerial practice in religious value-based and conventional
business contexts.

METHOD

This study employs a qualitative literature review method (studi kepustakaan/ systematic
literature review) rather than a primary empirical survey, given that the objective is to synthesize
and compare existing theoretical and empirical findings rather than to generate new field data.
The review process consisted of four stages, adapted from the library research procedure
commonly applied in comparable conceptual studies on business ethics and customer satisfaction
(Ghinarahma, 2025): (1) preparing the review tools and defining the scope of inquiry; (2)
compiling a working bibliography from relevant databases; (3) systematically screening and
organizing the retrieved literature; and (4) critically reading, coding, and synthesizing the content
to answer the research questions.

Literature was retrieved from Scopus-indexed databases (Emerald Insight, SpringerLink, Taylor &
Francis/Cogent, SAGE, and ScienceDirect) and from Sinta/Garuda-indexed Indonesian journals
accessible through the Directory of Open Access Journals (DOAJ) and institutional repositories.
The search employed combinations of the following keywords: “business ethics,” “customer
satisfaction,” “religious values,” “Islamic business ethics,” “corporate social responsibility,” and
“comparative analysis,” applied in both English and Indonesian. Inclusion criteria required that
sources: (a) were published in peer-reviewed journals indexed in Scopus or accredited under Sinta
1-4; (b) empirically or conceptually examined the relationship between perceived business ethics
and customer satisfaction, loyalty, or trust; and (c) were published within roughly the last fifteen
years, with a small number of earlier foundational sources retained for theoretical grounding.
Sources lacking a verifiable Digital Object Identifier (DOI) or complete bibliographic metadata
were excluded in order to preserve citation traceability and integrity.

n u

Literature searching and reference management were conducted using Mendeley Desktop, which
was used to collect, deduplicate, and format the retrieved sources according to the American
Psychological Association (APA) citation style. A total of fifteen sources met the inclusion criteria
and were retained for thematic synthesis after an initial pool of literature was screened for topical
relevance and methodological credibility.
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The analytical technique applied is narrative-thematic synthesis, in which the content of each
source was coded according to four comparative dimensions commonly used in the business
ethics literature: (1) honesty and transparency, (2) fairness and non-discrimination, (3)
responsibility and accountability, and (4) value congruence between a firm's stated ethical
identity and its customers' own values. Sources describing religious value-based companies and
those describing conventional companies were coded separately along these four dimensions,
and the resulting patterns were compared to identify points of convergence and divergence. This
comparative coding forms the basis of the discussion presented in the following section, which is
organized around the study's two research questions rather than around a single empirical
dataset, consistent with the conceptual-comparative nature of this study.

RESULT AND DISCUSSION

Comparative Patterns in Perceived Business Ethics Dimensions Between Religious Value-Based
and Conventional Companies

The first research question concerns how customer perceptions of business ethics differ between
religious value-based and conventional companies across the dimensions of honesty, fairness,
responsibility, and value congruence. Synthesis of the reviewed literature indicates that both
business types are perceived favorably when they demonstrate honesty and transparency, but
the source of legitimacy that customers attach to these behaviors differs markedly. In religious
value-based companies, honesty (sidg) and transparency are perceived not merely as good
business practice but as religiously mandated obligations; case evidence from Bank Syariah
Indonesia's financing products shows that customers regard clear disclosure of profit margins,
risks, and contractual rights and obligations as an extension of the bank's religious accountability,
which in turn produces satisfaction free from suspicion of hidden costs or deception
(Ghinarahma, 2025). A comparable pattern appears in sharia compliant hospitality services,
where perceived conformity with Islamic service standards contributes to a form of customer
delight that mediates the relationship between service quality and loyalty (Kurnia et al., 2023).

In conventional companies, honesty and transparency are also central to customer evaluations,
but they are typically assessed through secular, verifiable indicators such as accurate product
information, fair pricing, and consistent service delivery rather than through an explicit religious
frame. Mulki and Jaramillo (2011) found that customers' perceptions of a bank's ethical
reputation built through consistent, transparent conduct amplify the positive relationship
between perceived value and customer satisfaction, independent of religious identity. Oberseder
et al. (2014) similarly demonstrated that consumers evaluate a firm's ethical responsibility as one
of several distinguishable but related dimensions, alongside its economic, legal, and philanthropic
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responsibilities, indicating that in conventional settings ethical perception is embedded within a
broader, multidimensional corporate responsibility construct rather than derived from a single
transcendent principle.

On the dimension of fairness, religious value-based companies again anchor fairness (‘adl) in
scriptural injunctions requiring equal treatment of customers irrespective of economic status, a
norm that is explicitly invoked in Islamic business ethics literature as foundational to just business
conduct (Ghinarahma, 2025; Ali & Al-Aali, 2015). Ali and Al-Aali (2015) argue that Islamic
marketing ethics constrains manipulative or discriminatory practices more strictly than
conventional marketing codes because such practices are framed as violations of a moral order
that extends beyond contractual or legal obligation. Conventional companies, by contrast, tend
to operationalize fairness through consumer protection regulations, complaint-handling
procedures, and switching-cost transparency; Colgate and Hedge (2001) showed that perceived
unfairness or poor complaint resolution is a primary driver of customer switching behavior in
retail banking, suggesting that fairness in conventional settings is evaluated largely through the
lens of procedural justice rather than moral obligation to a higher authority.

Responsibility and accountability show a similar pattern of convergence in outcome but
divergence in underlying logic. Religious value-based firms frame responsibility as accountability
not only to customers and regulators but ultimately to a religious authority, which several studies
suggest intensifies the perceived seriousness of ethical lapses and, conversely, the perceived
credibility of ethical claims (Agle & Van Buren, 1999; Ghinarahma, 2025). Conventional companies
typically frame responsibility through the CSR paradigm, in which economic, legal, ethical, and
discretionary responsibilities are pursued to manage stakeholder relationships and reputational
risk (Luo & Bhattacharya, 2006; Ahmad et al., 2023). Both framings can produce comparable
satisfaction outcomes, but the religious framing appears to generate an additional layer of
perceived accountability that is less easily replicated by purely managerial CSR commitments,
since the latter can be perceived by skeptical consumers as strategically motivated rather than
intrinsically obligatory (Ahmad et al., 2023).

Finally, on value congruence, religious value-based companies benefit from a built-in alignment
mechanism: customers who share the same religious identity as the firm are predisposed to
perceive higher congruence between their personal values and the firm's stated ethical identity,
which several studies link to stronger loyalty and satisfaction outcomes (Dinh, Nguyen, Trinh, &
Nguyen, 2022; Kurnia et al., 2023). Conventional companies must construct value congruence
more deliberately, often through sustainability positioning, green consumption appeals, or
explicit CSR communication designed to resonate with a heterogeneous customer base whose
values are not defined by a shared religious identity (Shih, Silalahi, Baljir, & Jargalsaikhan, 2024;
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Ahmad et al., 2023). This suggests that value congruence is, in religious value-based firms, partly
inherited from shared religious identity, whereas in conventional firms it must be actively
cultivated and periodically reinforced through marketing and communication strategy.

Divergent Mechanisms Linking Perceived Business Ethics to Customer Satisfaction: Trust and
Value Congruence as Comparative Pathways

The second research question concerns the mechanisms through which perceived business ethics
translates into customer satisfaction in each business type, and whether these mechanisms
converge or diverge. Across both traditions, trust emerges consistently as the pivotal mediating
construct linking perceived ethics to satisfaction, which supports treating trust as a near-universal
mechanism rather than one specific to either business type. Mulki and Jaramillo (2011) explicitly
modeled ethical reputation as amplifying the effect of customer value on satisfaction, implying
that trust generated by perceived ethical conduct functions as a multiplier on other value-creating
activities. In the religious value-based context, Ghinarahma (2025) similarly identifies increased
trust as the primary channel through which sharia business ethics elevates customer satisfaction,
while Huzaimah and Ibdalsyah (2018) found that perceived Islamic business ethics contributes to
customer satisfaction largely through the trust and comfort customers derive from perceived
compliance with sharia principles, even though the same study found a comparatively weaker
direct effect of business ethics on customer loyalty relative to service quality, indicating that trust-
based satisfaction does not automatically or uniformly convert into loyalty.

Where the two business types diverge is in the composition of the value that trust is built upon.
In religious value-based companies, the reviewed literature converges on a dual material spiritual
value proposition: customer satisfaction is not only a function of functional value (product quality,
price fairness, service reliability) but also of spiritual value derived from the conviction that a
transaction conforms to religious teaching and therefore carries a sense of blessing or religious
merit (Ghinarahma, 2025). This spiritual layer appears to operate somewhat independently of
conventional satisfaction antecedents; Dinh et al. (2022) found that religious commitment
enhances life satisfaction and ethical judgment, both of which mediate the relationship between
religiosity and consumer loyalty even in ostensibly secular retail contexts, suggesting that the
spiritual pathway to satisfaction is not confined to explicitly religious firms but is most strongly
and consistently activated when the firm's identity is congruent with the customer's religious
commitment.

In conventional companies, by contrast, the reviewed literature suggests that trust and
satisfaction are built predominantly through a functional reputational pathway. Luo and
Bhattacharya (2006) show that CSR affects customer satisfaction most strongly when paired with
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strong corporate ability, such as innovativeness and product quality, indicating that ethical
signaling alone is insufficient without a credible functional foundation; indeed, they found that
CSR can even reduce satisfaction in firms with weak innovation capability, presumably because
ethical claims are perceived as inconsistent with substandard functional performance. Oberseder
et al. (2014) reinforce this pattern by showing that consumers evaluate ethical responsibility as
one of several interacting corporate responsibility dimensions rather than as a standalone
determinant of satisfaction. Shih et al. (2024) add that perceived sustainability affects satisfaction
indirectly through perceived value, again underscoring that in conventional settings, ethical or
sustainability-related perceptions typically operate through, rather than independently of,
functional value assessments.

A further point of divergence concerns the internal organizational conditions that support the
ethics—satisfaction link, which the reviewed literature suggests matter for both business types but
through different channels. Okpara and Wynn (2008) found that a strong ethical climate enhances
employee job satisfaction and organizational commitment, which is a plausible antecedent of the
frontline service quality that ultimately shapes customer-perceived ethics and satisfaction in
conventional firms. In religious value-based firms, a comparable role is played by shared religious
identity among employees and management, which several sources suggest facilitates more
consistent enactment of the firm's stated ethical principles at the point of customer interaction,
and which family-business research frames as being actively reinforced through transgenerational
ethical narratives that embed value commitments into organizational culture over time (Parada
& Dawson, 2017). This suggests that, although the proximate mechanism in both business types
is employees' internalization of the firm's ethical identity, religious value-based firms may benefit
from a stronger, identity-based internalization mechanism, while conventional firms depend
more on formal ethical-climate management practices to achieve a comparable effect.

Taken together, these findings suggest that the ethics satisfaction relationship is not
fundamentally different in kind between religious value-based and conventional companies in
both cases, perceived ethics operates substantially through trust but it differs in the composition
of value that generates satisfaction and in the legitimacy basis that customers use to validate a
firm's ethical claims. Religious value-based companies can access an additional, spiritually
grounded satisfaction pathway that is largely unavailable to conventional firms, but this pathway
is conditional on customers sharing the firm's religious identity and may not generalize to
religiously heterogeneous markets. Conventional companies, lacking this built-in legitimacy
source, must instead construct credibility through consistent functional performance, verifiable
CSR practices, and reputation management, which the literature suggests can produce
comparable satisfaction outcomes but requires more deliberate and sustained managerial
investment to establish and maintain (Ahmad et al., 2023; Luo & Bhattacharya, 2006).
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Synthesis: A Comparative Framework of the Ethics—Satisfaction Relationship

Synthesizing the two discussion points above, the reviewed literature supports a comparative
framework in which perceived business ethics affects customer satisfaction through a common
mediating mechanism trust but through business type specific antecedents of that trust. For
religious value-based companies, trust is anchored in religious legitimacy, shared identity, and the
perception that ethical conduct fulfills a transcendent obligation rather than a purely commercial
one; this produces a dual material spiritual satisfaction pathway that appears strongest among
customers who share the firm's religious identity (Ghinarahma, 2025; Dinh et al., 2022). For
conventional companies, trust is anchored in verifiable functional performance and credible,
consistently enacted CSR or ethical-reputation signals; this produces a functional reputational
satisfaction pathway that is available to a religiously heterogeneous customer base but requires
sustained managerial investment to remain credible (Mulki & Jaramillo, 2011; Luo &
Bhattacharya, 2006; Oberseder et al., 2014).

This comparative framework directly answers the two research questions posed at the outset of
this study. First, customer perceptions of business ethics differ between the two business types
not so much in the ethical dimensions being evaluated honesty, fairness, responsibility, and value
congruence appear salient in both but in the legitimacy basis customers use to validate those
dimensions, with religious authority serving this role in religious value-based firms and secular
managerial and regulatory frameworks serving it in conventional firms. Second, perceived
business ethics translates into customer satisfaction in both business types primarily through
trust, but religious value-based firms additionally benefit from a spiritual value component that
is largely unavailable to conventional firms operating outside a shared identity market. Together,
these findings suggest that the two business types are not competing on a single, universal ethics
satisfaction pathway, but on related, business type specific pathways that converge on trust as
their common denominator.

. CONCLUSION

This study set out to compare how business ethics is perceived and translated into customer
satisfaction in religious value-based versus conventional companies, based on a synthesis of
Scopus and Sinta accredited literature. The findings indicate that both business types are
evaluated by customers along broadly similar ethical dimensions honesty, fairness, responsibility,
and value congruence and that in both cases, trust functions as the central mechanism linking
perceived ethics to satisfaction. However, the two business types diverge in the legitimacy basis
and value composition underlying this relationship. Religious value-based companies benefit
from a dual material spiritual value proposition in which ethical conduct is validated by religious
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authority and reinforced by shared identity between the firm and its customers, producing a
distinctive satisfaction pathway that is difficult for conventional firms to replicate. Conventional
companies, in the absence of this built-in legitimacy source, rely more heavily on functional
performance, verifiable CSR signaling, and reputation management to build the trust that
underlies customer satisfaction.

These findings carry theoretical implications for the business ethics and marketing literature by
suggesting that models of the ethics satisfaction relationship should account for the normative
source of a firm's ethical identity as a boundary condition, rather than treating perceived business
ethics as a uniform construct across business types. Managerially, the findings imply that religious
value-based firms should safeguard and consistently demonstrate the religious legitimacy that
underpins their distinctive value proposition, since inconsistency between claimed and practiced
values is likely to be especially damaging given the heightened moral expectations customers hold
toward such firms. Conventional firms, meanwhile, should recognize that ethical or CSR signaling
is unlikely to enhance satisfaction unless it is paired with credible functional performance, and
should invest in transparent, verifiable practices rather than symbolic ethical positioning alone.

As a conceptual-comparative study based on secondary literature, this research has limitations
that should be addressed by future empirical work. Because the analysis synthesizes findings from
studies conducted in different countries, industries, and religious contexts, the comparative
patterns identified here should be treated as propositions for testing rather than as established
causal findings. Future research is encouraged to conduct direct empirical comparisons for
example, through cross-sectional surveys administered to customers of matched religious value-
based and conventional firms within the same industry and market to test the dual material
spiritual satisfaction pathway proposed here, and to examine boundary conditions such as
customer religiosity, market religious homogeneity, and industry type that may moderate the
strength of the comparative patterns identified in this review.

REFERENCES

[1]. Agle, B. R., & Van Buren, H. J,, lll. (1999). God and mammon: The modern relationship.
Business Ethics Quarterly, 9(4), 563-582. https://doi.org/10.2307/3857935

[2]. Ahmad, S., Shakir, M. I., Azam, A., Mahmood, S., Zhang, Q., & Ahmad, Z. (2023). The impact
of CSR and green consumption on consumer satisfaction and loyalty: Moderating role of
ethical beliefs. Environmental Science and Pollution Research, 30(53), 113820-113834.
https://doi.org/10.1007/s11356-023-29930-7

[3]. AlHafidz, N. F. 1., Al Hallaj, K. S. A., Safira, P. R., Firmansyah, E., & Putra, A. S. E. (2026). The
Role of Teacher-Student Relationships in Minimizing Cyberbullying Behavior in the School



https://doi.org/10.2307/3857935
https://doi.org/10.1007/s11356-023-29930-7

<

Vol. 01, No. 02, September 2026

[4].

[5].

[6].

[7].

[8].

[9].

[10].

[11].

[12].

[13].

Environment. H-Luminia: Education, Psychology and Social Behavior Research
Journal, 1(01).

Al Hallaj, K. S. A., Batubara, D. P,, Kurniawan, A. N. A. A, Firmansyah, E., & Arectya, E. A. M.
(2026). A Juridical Review of the Implementation of Marital Property (Harta Bersama) in
Interfaith Marriages in Indonesia. H-Veritas: Law and Society Research Journal, 1(01).

Al Hallaj, K. S. A., Firmansyah, E., & Suryadinata, A. M. I. (2026). The Transformation of
Religious Moderation Pedagogy in Reshaping the Culture of Student Social Interaction in
Heterogeneous School Environments. International Journal of Education and Cultural
Transformation, 1(02).

Al Hallaj, K. S. A, Firmansyah, E., Arectya, E. A. M., Nusantara, H. D., & Setiawati, S. Y. (2026).
Religious Pluralism in the Perspective of Muhammadiyah Youth in Surabaya. Journal of
Social Sciences and Humanities, 1(01).

Al Hallaj, K. S. A,, Firmansyah, E., Arectya, E. A. M., Zakariah, |., & Junaidi, M. (2026). The
Concept of Social Ihsan in the Thought of KH Ahmad Dahlan: A Reactualization of Practical
Sufism (Tasawuf Amali) in the Modern Era. H-Luminia: Education, Psychology and Social
Behavior Research Journal, 1(01).

Al Hallaj, K. S. A., Ramadhan, S., Firmansyah, E., Arectya, E. A. M., & Ramadhan, M. D. U. S.
(2026). A Juridical Analysis of the Rights of Indigenous Communities and Religious
Minorities in National Law. Journal of Law and Governance, 1(02).

Al Hallaj, K. S. A., Setiyawan, M. |., Firmansyah, E., Arectya, E. A. M., & Nusantara, H. D.
(2026). Economic Valuation of Mangrove Ecosystems as a Climate Change Mitigation Effort
on the Surabaya Coast. H-Econexus: Economics, Business and Banking Research
Journal, 1(01).

Alamin, R. L., Febriyanti, A. P., & Firmansyah, E. (2026). Building the Foundation of Education
through Learning Philosophy and Theory: A Study on Strengthening the Educational
Function of Libraries. Journal of English Language and Education, 11(2), 56-64.

Albirra, A. M., Firmansyah, E., Kenneth, K. S. A. A. H., Batubara, D. P., & Kurniawan, A. N. A.
A. (2026). The Right to Freedom of Expression on Social Media in the Perspective of Hifz al-
Agl (Preservation of Reason) and Positive Law. H-Veritas: Law and Society Research
Journal, 1(01).

Ali, A. J., & Al-Aali, A. (2015). Marketing and ethics: What Islamic ethics have contributed
and the challenges ahead. Journal of Business Ethics, 129(4), 833-845.
https://doi.org/10.1007/s10551-014-2131-x

Aminah, S., Humaira, H., & Firmansyah, E. (2026). DINAMIKA SOSIOLINGUISTIK
PEMBELAJARAN BAHASA DI SMP IT ZURRIYATUL QURANI ALMAARIF KOTA
LHOKSEUMAWE. Research And Development Journal Of Education (RDJE), 12(01), 073-084.



https://doi.org/10.1007/s10551-014-2131-x

<

Vol. 01, No. 02, September 2026

[14].

[15].

[16].

[17].

[18].

[19].

[20].

[21].

[22].

[23].

[24].

Anam, K., Firmansyah, E., & Al Hallaj, K. S. A. (2026). Cultural Transformation as an
Instrument of Global Geopolitical Hegemony in the Era of Great Power
Contestation. SUNDANO: International Journal of Education, Society and Cultural
Transformation, 1(01).

Ananta, Y., Fahmi, W. A. N., Al Hallaj, K. S. A., Al Hafidz, N. F. I., & Firmansyah, E. (2026).
Political Communication of the Civil Society Movement as a Pressure Group in the Prabowo-
Gibran Government. Journal of Social Sciences and Humanities, 1(01).

Angkasa, M. B. B., Kurniawan, D., & Firmansyah, E. (2025). PROYEK MADING SEBAGAI
STRATEGI PEMBELAJARAN LITERASI SISWA DI SDN KELING 2 KEDIRI. Pendas: Jurnal llmiah
Pendidikan Dasar, 10(04), 112-119.

Arectya, E. A. M., Al Hallaj, K. S. A,, Firmansyah, E., Haiba, A. T., & Muhandis, U. K. (2026).
Digital Economic Transformation and Its Implications for Economic Growth in Indonesia. H-
Econexus: Economics, Business and Banking Research Journal, 1(01).

Arectya, E. A. M., Ningsih, Z. N., Al Hallaj, K. S. A., Firmansyah, E., & Muhandis, U. K. (2026).
Socioeconomic Impacts of Coastal Reclamation on Fishing Communities in the Perspective
of Sustainable Development: The Case of the Surabaya Waterfront Land Project. Journal of
Social Sciences and Humanities, 1(01).

Bakar, M. Y. A,, Firmansyah, E., & Abdeljelil, M. B. (2024). Legal framework analysis of Islamic
religious education policy implementation. International Journal of Law and Society, 3(3),
217-237.

Batubara, D.P., Al Kamil, M.J.N., Kurniawan, A.N.A.A., Albirra, A.M., Al Hallaj, K.S.A,,
Effectiveness of Material Compensation in Guaranteeing the Constitutional Rights of
Citizens Affected by National Strategic Projects. (2026). Journal of Law and Governance,
1(01).

Colgate, M., & Hedge, R. (2001). An investigation into the switching process in retail banking
services.  International  Journal of Bank  Marketing, 19(5), 201-212.
https://doi.org/10.1108/02652320110400888

Dianang, M. T. R., Hidayat, N., & Firmansyah, E. (2026). Integration of Andragogy and
Pedagogy Approaches In Improving Student Learning Capabilities. KREDO: Jurnal llmiah
Bahasa dan Sastra, 9(2), 87-95.

Dinh, H. P.,, Nguyen, P. V., Trinh, T. V. A., & Nguyen, M. H. (2022). Roles of religiosity in
enhancing life satisfaction, ethical judgements and consumer loyalty. Cogent Business &
Management, 9(1), Article 2010482. https://doi.org/10.1080/23311975.2021.2010482
Eka Firmansyah, E. (2025). Akulturasi Nilai-nilai Islam dengan Budaya Lokal Etnik Kaili Da'a
Melalui Pesantren Alam (Doctoral dissertation, Universitas Muhammadiyah Malang).



https://doi.org/10.1108/02652320110400888
https://doi.org/10.1080/23311975.2021.2010482

<

Vol. 01, No. 02, September 2026

[25].

[26].

[27].

[28].

[29].

[30].

[31].

[32].

[33].

[34].

[35].

[36].

[37].

Elmirna, N., Sahara, L., & Firmansyah, E. (2026). MANAJEMEN SUPERVISI AKADEMIK KEPALA
SEKOLAH SEBAGAI UPAYA PENINGKATAN KOMPETENSI PEDAGOGIK GURU SMA NEGERI 02
BOMBANA. Research And Development Journal Of Education (RDJE), 12(01), 098-110.
Fadhlurohman, I., Arectya, E. A. M., Al Hallaj, K. S. A., & Firmansyah, E. (2026). The Shift in
Epistemic Authority in Higher Education in the Era of Artificial Intelligence: A Theoretical
Analysis through Paulo Freire's Critical Pedagogy. International Journal of Education and
Cultural Transformation, 1(02).

Faridi, F., & Firmansyah, E. (2024). Kelembagaan pendidikan Islam di Nusantara: Surau,
meunasah, masjid, pesantren, madrasah. Igra: Jurnal IlImu Kependidikan Dan
Keislaman, 19(1), 93-97.

Firmansyah, E. (2023). Various Paradigms in Islamic Educational Thought: Fundamentalism,
Modernism, and Liberalism. International Journal of Health, Economics, and Social Sciences
(IJHESS), 5(2), 139-145.

Firmansyah, E. (2026). Determinants of Social Inclusion from a Gender Perspective Among
Vulnerable Populations. SUNDANO: International Journal of Education, Society and Cultural
Transformation, 1(01).

Firmansyah, E. (2026). Integration of Sufistic Epistemology in the Development of Islamic
Religious Education Curriculum to Foster Students' Spiritual and Social Piety. International
Journal of Education and Cultural Transformation, 1(02).

Firmansyah, E. (2026). Integrative Islamic Education: A Bayani-Burhani-Irfani
Epistemological Framework for Balancing Spirituality and Academic
Excellence. International Journal of Education and Cultural Transformation, 1(02).
Firmansyah, E. (2026). Legal Protection of Children's Right to Education. Journal of Law and
Governance, 1(02).

Firmansyah, E. (2026). Reviving the Spirit of Kenusantaraan: Transformation of Educational
Institutions as the Foundation for a Civilized National Identity. International Journal of
Education and Cultural Transformation, 1(02).

Firmansyah, E. (2026). The Constitutional Court in Guaranteeing Citizenship Rights in
Indonesia. Journal of Law and Society Review (JLSR), 1(1), 12-21.

Firmansyah, E., & Haq, M. N. (2026). IMPLEMENTASI PEMBELAJARAN PAI DALAM BINGKAI
HOMESCHOOLING DI FIB SCHOOL OF TALENTS JOYOGREEN MALANG. KAJIAN PENDIDIKAN
ALAM DAN SOSIAL (KAPAS), 1(01), 42-47.

Firmansyah, E., & Humaidi, M. N. (2022). Penerapan Media Pembelajaran Berbasis
Teknologi dalam Menghadapi Turbulensi Pendidikan yang Berkemajuan. Research and
Development Journal of Education, 8(2), 660-665.

Firmansyah, E., & Idris, A. (2024). Moderation as a Solution to Religious Harmony in Poso
Central Sulawesi. International Journal of Law and Society, 3(1), 1-9.



<

Vol. 01, No. 02, September 2026

[38].

[39].

[40].

[41].

[42].

[43].

[44].

[45].

[46].

[47].

[48].

[49].

Firmansyah, E., & lkwan, A. (2026). Inclusive Education as a Catalyst for Social
Transformation: A Systematic Literature Review. SUNDANO: International Journal of
Education, Society and Cultural Transformation, 1(01).

Firmansyah, E., & Khalil, A. I. M. (2026). Epistemic Reclamation of Indigenous Local Wisdom
as a Counter-Narrative to Anthropocentrism in Planetary Crisis Governance. International
Journal of Education and Cultural Transformation, 1(01).

Firmansyah, E., & Khozin, K. (2022). Teologi dan filsafat sebagai basis Pengembangan
Kurikulum pendidikan agama Islam. Research and Development Journal of Education, 8(2),
546-550.

Firmansyah, E., & Lasawali, A. A. (2022). Kiat-kiat yang dilakukan Fakultas Agama Islam
Universitas Muhammadiyah Palu dalam Menciptakan Lulusan Berkualitas dan
Berkemajuan. Igra: Jurnal llmu Kependidikan dan Keislaman, 17(1), 26-31.

Firmansyah, E., & Masdul, M. R. (2026). Pesantren at the Crossroads of Time: The
Anthropology of Islamic Education in the Negotiation of Local Identity and Global
Citizenship in  Indonesia. International  Journal of Education and Cultural
Transformation, 1(02).

Firmansyah, E., & Nurhakim, N. (2022). Strategies for Instilling Muhammadiyah Values
within the Faculty of Islamic Religion, University of Muhammadiyah Palu. International
Journal of Health, Economics, and Social Sciences (IJHESS), 4(2), 91-98.

Firmansyah, E., & Romelah, R. (2022). Implementasi Pembelajaran Pai Dengan Metode
Discovery Learning Dalam Upaya Melatih Kemandirian Siswa (Studi Kasus: Sd Alam Ar-
Rohmah Kec. Dau, Kab. Malang). Research and Development Journal of Education, 8(1),
322-326.

Firmansyah, E., & Romelah, R. (2022). Tanggapan Guru Terhadap Perannya Dalam
Melaksanakan Pembelajaran Di Sdit Al-Qolam Kecamatan Marawola Kabupaten
Sigi. Research and Development Journal of Education, 8(1), 345-353.

Firmansyah, E., & Wardati, N. A. (2022). Implementasi Pendidikan Muhammadiyah di
Sekolah Dasar Muhammadiyah 6 Kota Batu.lIgra: Jurnal limu Kependidikan dan
Keislaman, 17(2), 75-80.

Firmansyah, E., & Wardati, N. A. (2022). Implementation of Islamic Morning Stories in
Implementing Student's Religious Character in SD Alam Ar-Rohmabh. International Journal
of Health, Economics, and Social Sciences (IJHESS), 4(3), 180-186.

Firmansyah, E., Anwar, S., & Khozin, K. (2023). Anthropological Approach to Islamic
Education: Establishing Noble Spirituality in Overcoming Social Conflict. Al-Hayat: Journal
of Islamic Education, 7(1), 163-172.

Firmansyah, E., Arifin, S., & Humaidi, M. N. (2023). Kebijakan Pendidikan Agama Islam di
Sekolah Umum Zaman Jepang. JIIP-Jurnal limiah lImu Pendidikan, 6(12), 10446-10453.



<

Vol. 01, No. 02, September 2026

[50].

[51].

[52].

[53].

[54].

[55].

[56].

[57].

[58].

[59].

[60].

[61].

Firmansyah, E., Hamka, H., & Khalil, A. I. M. (2025). TRANSFORMATIVE DIALOGUE OF
PESANTREN THROUGH TASAWUF VALUES IN POST-CONFLICT DERADICALIZATION IN POSO
REGENCY. Edukasi Islami: Jurnal Pendidikan Islam, 14(001), 195-204.

Firmansyah, E., Khalil, A. I. M., Zakin, N. Z., & Alwalid, M. A. (2026). Pesantren Alam as a
Transformative Da'wa Strategy in the Phases of Islamization of the Kaili Da'a Ethnic
Community in Central Sulawesi. Journal of Social Sciences and Humanities, 1(01).
Firmansyah, E., Khozin, K., & Masdul, M. R. (2022). Implementasi Piaud Terhadap Anak-
Anak Suku Kaili Pedalaman Di Desa Kalora Kabupaten Sigi. Research and Development
Journal of Education, 8(1), 386-390.

Firmansyah, E., Setiyawan, M. |., & Vhalery, R. (2026). Ralph W. Tyler Curriculum Model in
Instilling Islamic Values Through Storytelling Method for Children Aged 4-5 Years at the Early
Childhood Education Level:-. The Nexus-Education and Society Research Journal, 1(1).
Firmansyah, E., Sumantri, P. A. H.,, Mutmainna, N., & Azizah, N. (2025). Implementasi
Ta'awun dan Ukhuwah Wathaniyah melalui Tradisi Gotong Royong di Desa Pombewe. Igra:
Jurnal llmu Kependidikan Dan Keislaman, 20(1), 14-25.

Firmansyah, E., Tobroni, T., & Khozin, K. (2024). Anthropological Approach as a Strategy to
Increase Interest in Learning Islamic Education. JIE (Journal of Islamic Education), 9(1), 114-
125.

Firmansyah, E., Tobroni, T., & Romelah, R. (2023). Anthropology of Islamic Education as A
Socio-Cultural-Religious Modernization Strategy in Alam Al-Kudus Islamic Boarding
School. Edukasi Islami: Jurnal Pendidikan Islam, 12(03).

Firmansyah, E., Tobroni, T., & Rusady, A. T. (2023). Internalisasi Ajaran Islam Dalam Aktivitas
Budaya Etnik Kaili Prespektif Antropologi Pendidikan Islam. Research and Development
Journal of Education, 9(1), 285-299.

Firmansyah, E., Tobroni, T., Lasawali, A. A., & Marhum, A. M. A. (2022). MERANGKAI
PERKEMBANGAN LEMBAGA PENDIDIKAN PESANTREN DAN USAHANYA DALAM
MELAHIRKAN TOKOH-TOKOH TERBAIK BANGSA. Research and Development Journal of
Education, 8(2), 702-706.

Firmansyah, E., Ummah, M., & Tsaqiif, N. (2025). REPRESENTASI IDENTITAS BUDAYA LOKAL
DALAM DESAIN KEMASAN PRODUK UMKM. Chester: Art and Design Journal, 1(1), 1-13.
Ghinarahma, R. A. (2025). Peran etika bisnis syariah dalam meningkatkan kepuasan
pelanggan. Al-Multazim: Jurnal Ekonomi dan Bisnis Islam, 5(1), 692-711.
https://doi.org/10.30596/almultazim.v5i1.24273

Habibi, M. T. I., Arectya, E. A. M., Al Hallaj, K. S. A., & Firmansyah, E. (2026). Generation Z's
Experience of Shifting Digital Ethics on Social Media. Journal of Social Sciences and
Humanities, 1(01).



https://doi.org/10.30596/almultazim.v5i1.24273

<

Vol. 01, No. 02, September 2026

[62].

[63].

[64].

[65].

[66].

[67].

[68].

[69].

[70].

[71].

[72].

Haiba, A. T., Muhandis, U. K., Al Hallaj, K. S. A., Arectya, E. A. M., & Firmansyah, E. (2026).
Digital Political Communication Ecology and the Dynamics of Public Opinion in
Indonesia. Journal of Social Sciences and Humanities, 1(01).

Hag, M. N., & Firmansyah, E. (2026). DESAIN PEMBELAJARAN BERBASIS YOUTUBE KIDS
PADA MATERI DOA SEHARI-HARI DI TK SURYA GEMILANG. KAJIAN PENDIDIKAN ALAM DAN
SOSIAL (KAPAS), 1(01), 24-33.

Hag, M. N., Firmansyah, E., & Alwan, M. (2026). DERADIKALISASI MODERASI BERAGAMA
MELALUI PENDIDIKAN ISLAM DI ERA DIGITAL: SISTEMATIS LITERATUR REVIEW. KAJIAN
PENDIDIKAN ALAM DAN SOSIAL (KAPAS), 1(01), 34-41.

Hendra, H., Vhalery, R., Hag, M. N., Firmansyah, E. F., & Setiyawan, M. I. (2026). Integrative
Model of Moral Education in the Perspective of lbn Miskawaih, Al-Ghazali, and Ibn Khaldun
and Its Relevance to Student Character Education:-. The Nexus-Education and Society
Research Journal, 1(1).

Huda, M. T,, Al Hallaj, K. S. A., Batubara, D. P., Arectya, E. A. M., & Firmansyah, E. (2026).
State Responsibility in Protecting Indonesian Citizens as Migrant Workers Abroad. H-Veritas:
Law and Society Research Journal, 1(01).

Huda, M. T., Al Hallaj, K. S. A., Firmansyah, E., Batubara, D. P., & Setiawati, S. Y. (2026).
Progressive Islam and the Future of Nationhood: Tracing the Consistency of
Muhammadiyah's Political Thought. Journal of Social Sciences and Humanities, 1(01).
Huzaimah, & lIbdalsyah. (2018). Analisis etika bisnis Islam dan kualitas pelayanan dalam
kepuasan pelanggan dan loyalitas pelanggan pada Bank Tabungan Negara (BTN) Syariah
Cabang Bogor.  An-Nisbah:  Jurnal  Ekonomi  Syariah,  4(2), 164-190.
https://doi.org/10.21274/an.2018.4.2.164-190

Jamil, A. I. B., & Firmansyah, E. (2025). Embracing diversity: Navigating religious identity in
multicultural societies. Online Journal of Research in Islamic Studies, 12(1), 37-60.

Jati, A. P, Al Hallaj, K. S. A., Firmansyah, E., Arectya, E. A. M., & Nusantara, H. D. (2026).
Noble Character Formation Through Transformative Spirituality Habituation Among Cadres
of lkatan Mahasiswa Muhammadiyah (IMM) Universitas Islam Negeri Sunan Ampel
Surabaya (UINSA). H-Luminia: Education, Psychology and Social Behavior Research
Journal, 1(01).

Khozin, K., & Firmansyah, E. (2024). Development of a holistic spiritual education model in
higher college: A multidisciplinary perspective. International Journal of Health, Economics,
and Social Sciences (IJHESS), 6(3), 591-594.

Kurnia, F. E., Hendratmi, A., Anam, S., & lvanda, M. N. M. (2023). Pengaruh kualitas
pelayanan Islam terhadap loyalitas pelanggan dengan mediasi kesenangan pelanggan pada
penginapan syariah di Mojokerto. Jurnal Ekonomi Akuntansi dan Manajemen, 22(2), 161—
176. https://doi.org/10.19184/jeam.v22i2.39501



https://doi.org/10.21274/an.2018.4.2.164-190
https://doi.org/10.19184/jeam.v22i2.39501

y

Vol. 01, No. 02, September 2026

[73].

[74].

[75].

[76].

[77].

[78].

[79].

[80].

[81].

[82].

[83].

[84].

Kurniawan, A. N. A. A,, Al Hallaj, K. S. A,, Firmansyah, E., Batubara, D. P., & Malihah, G. R.
(2026). Extradition of Cross-Border Cybercrime Perpetrators: A Comparative Study of
Indonesia and Singapore. H-Veritas: Law and Society Research Journal, 1(01).

Lasawali, A. A., Al Hallaj, K. S. A., & Firmansyah, E. (2026). Cultural Transformation of
Traditional to Modern Pesantren: A Study of Islamic Pedagogical Adaptation in Facing Digital
Cultural Disruption. International Journal of Education and Cultural Transformation, 1(02).

Luo, X., & Bhattacharya, C. B. (2006). Corporate social responsibility, customer satisfaction,
and market value. Journal of Marketing, 70(4), 1-18.
https://doi.org/10.1509/jmkg.70.4.001

Malihah, G. R., Sajidan, M. F., Al Hallaj, K. S. A., Arectya, E. A. M., & Firmansyah, E. (2026).
The Internationalization of the Muhammadiyah Movement: Strategies, Networks, and Its
Impacts. Journal of Social Sciences and Humanities, 1(01).

Marhum, A. M. A., & Firmansyah, E. (2026). Transformational Leadership in Education: The
Role of Organizational Culture in Improving School Quality. International Journal of
Education and Cultural Transformation, 1(02).

Masdul, M. R., Al Hallaj, K. S. A., & Firmansyah, E. (2026). School Culture Transformation
toward a Digital Literacy Culture: A Case Study on Building Students' Self-Directed Learning
Culture. International Journal of Education and Cultural Transformation, 1(02).

Masdul, M. R., Firmansyah, E., Kuliawati, K., & Wekke, I. S. (2024). Islamic Religious
Education and Its Transformation through The Implementation of E-Learning and Interactive
Technology. Available at SSRN 4737464.

Muhandis, U. K., Arectya, E. A. M., Haiba, A. T., Firmansyah, E., & Al Hallaj, K. S. A. (2026).
Objectivity and the Ethics of Freedom of Expression in the Perspective of Democracy in
Indonesia. Journal of Social Sciences and Humanities, 1(01).

Mulki, J. P., & Jaramillo, F. (2011). Ethical reputation and value received: Customer
perceptions.  International Journal of Bank Marketing, 29(5), 358-372.
https://doi.org/10.1108/02652321111152891

Murphy, P. E. (1995). Corporate ethics statements: Current status and future prospects.
Journal of Business Ethics, 14(9), 727-740. https://doi.org/10.1007/BF00872326

Nasution, M. F. R., & Firmansyah, E. (2026). Kemampuan Literasi Digital Siswa Madrasah
Tsanawiyah Madinatussalam pada Materi Bahasa Indonesia. Jurnal Pendidikan dan
Pembelajaran Indonesia (JPPI), 6(1), 206-216.

Nurafiah, N., Lestariningsih, O. S., Balan, O. F., & Firmansyah, E. (2026). PERSEPSI GURU
TERHADAP IMPLEMENTASI DEEP LEARNING DALAM PEMBELAJARAN BAHASA INDONESIA
DI MTS DIPONEGORO KOTA BLITAR. Research And Development Journal Of Education
(RDJE), 12(01), 123-133.



https://doi.org/10.1509/jmkg.70.4.001
https://doi.org/10.1108/02652321111152891
https://doi.org/10.1007/BF00872326

<

Vol. 01, No. 02, September 2026

[85].

[86].

[87].

[88].

[89].

[90].

[91].

[92].

[93].

[94].

[95].

[96].

Nurhakim, M., Tobroni, T., Hasan, I., & Firmansyah, E. (2023). TRANSFORMASI PEMIKIRAN
JAMAAH SALAFI DALAM MERESPON TUNTUTAN PEMBAHARUAN KURIKULUM PENDIDIKAN
AGAMA [ISLAM: Paham. keagamaan, transformasi. pemikiran, pimpinan pesantren.
Salafi. TAJDID: Jurnal Pemikiran Keislaman Dan Kemanusiaan, 7(2), 195-205.

Nusantara, H. D., Firmansyah, E., Wijoyo, M. B., Al Hallaj, K. S. A., & Al Hafidz, N. F. I. (2026).
ISLAM-BASED MODERN EDUCATION: THE PARADIGM OF MUHAMMADIYAH EDUCATIONAL
CHARITY ENDEAVORS. Journal of Social Sciences and Humanities, 1(01).

Nusantara, H. D., Setiyawan, M. I., Firmansyah, E., Al Hallaj, K. S. A., & Wijoyo, M. B. (2026).
Analysis of Potential and Legal Risks of Sharia Paylater in the Perspective of Contemporary
Figh Muamalah. H-Econexus: Economics, Business and Banking Research Journal, 1(01).
Nusantara, H. D., Wijoyo, M. B., Al Hallaj, K. S. A., Firmansyah, E., & Jati, A. P. (2026). The
Impact of Artificial Intelligence (Al) Utilization as a Learning Assistant on Student Learning
Independence at Universitas Islam Negeri Sunan Ampel Surabaya. H-Luminia: Education,
Psychology and Social Behavior Research Journal, 1(01).

Oberseder, M., Schlegelmilch, B. B., Murphy, P. E., & Gruber, V. (2014). Consumers’
perceptions of corporate social responsibility: Scale development and validation. Journal of
Business Ethics, 124(1), 101-115. https://doi.org/10.1007/s10551-013-1787-y

Okpara, J. 0., & Wynn, P. (2008). The impact of ethical climate on job satisfaction, and
commitment in Nigeria. Journal of Management Development, 27(9), 935-950.
https://doi.org/10.1108/02621710810901282

Parada, M., & Dawson, A. (2017). Building family business identity through
transgenerational narratives. Journal of Organizational Change Management, 30(3), 344—
356. https://doi.org/10.1108/J0CM-10-2016-0200

Payuhi, F., Al Hallaj, K. S. A., & Firmansyah, E. (2026). Transformation of Learning Culture in
Indigenous Communities through Sustainable Inclusive Education Programs. International
Journal of Education and Cultural Transformation, 1(02).

Purmasari, I., Rahma, U., & Firmansyah, E. (2025). Pengaruh motivasi belajar terhadap
emosional dan prestasi akademik siswa SMP Negeri 1 Uluiwoi. Pendas: Jurnal limiah
Pendidikan Dasar, 10(04), 368-377.

Raditya, B., Arectya, E. A. M., Al Hallaj, K. S. A,, Firmansyah, E., & Muhandis, U. K. (2026).
DEEPFAKE IN THE PERSPECTIVE OF HYBRID THREATS TO INDONESIA'S NATIONAL
RESILIENCE. H-Veritas: Law and Society Research Journal, 1(01).

Raditya, B., Arectya, E. A. M., Firmansyah, E., Al Hallaj, K. S. A., & Muhandis, U. K. (2026).
Government Political Communication Resilience in Facing Digital Information Disruption in
Indonesia. Journal of Social Sciences and Humanities, 1(01).

Rajindra, R., & Firmansyah, E. (2026). Knowledge Management Perguruan Tinggi.



https://doi.org/10.1007/s10551-013-1787-y
https://doi.org/10.1108/02621710810901282
https://doi.org/10.1108/JOCM-10-2016-0200

<

Vol. 01, No. 02, September 2026

[97].

[98].

[99].

[100].

[101].

[102].

[103].

[104].

[105].

[106].

[107].

[108].

Ramadhan, D. U. S., Al Hallaj, K. S. A., Firmansyah, E., Ramadhan, S., & Arectya, E. A. M.
(2026). Reconstructing the Reasoning of Guardianship Jurisprudence: A Bayani, Burhani,
and'Irfant Epistemological Analysis of the Position of the Marriage Guardian. Journal of Law
and Governance, 1(02).

Ramadhan, S., Al Hallaj, K. S. A., Firmansyah, E., Ramadhan, M. D. U. S., & Arectya, E. A. M.
(2026). The Interaction of Customary Law (Adat), Islamic Law, and National Law in a
Pluralistic Society. Journal of Law and Governance, 1(02).

Rismawati, S., Lasawali, A. A., Firmansyah, E., & Anirah, A. (2025). PROBLEMATIKA
PENERAPAN KURIKULUM MERDEKA DI SMP ISLAM TERPADU BINA INSAN PALU. Research
and Development Journal of Education, 11(2), 760-770.

Romelah, R., & Firmansyah, E. (2026). EKOP Model of Islamic Cultural History (SKI) Learning
for Islamic Religious Education Teacher Candidates. Tafkir: Interdisciplinary Journal of
Islamic Education, 7(1), 219-233.

Safira, P. R., Al Hallaj, K. S. A., Firmansyah, E., & Putra, A. S. E. (2026). Environmental Ethics
Based on Akhlag Tasawwuf: The Perspective of Majelis Tarjih dan Tajdid Muhammadiyah. H-
Luminia: Education, Psychology and Social Behavior Research Journal, 1(01).

Safira, P. R., Al Hallaj, K. S. A,, Firmansyah, E., Setiawati, S. Y., & Arectya, E. A. M. (2026).
Adaptation of Artificial Intelligence in Learning and Teacher Professional Well-Being in the
Era of Educational Transformation. H-Luminia: Education, Psychology and Social Behavior
Research Journal, 1(01).

Sahrul, M. R. A., Ramadhan, D. U. S., Firmansyah, E., Ramadhan, S., & Al Hallaj, K. S. A.
(2026). Risywah as a Moral Crime: A Study of Hadith on Bribery and Its Implications for
Public Governance. Journal of Law and Governance, 1(02).

Setiawati, S. Y., Al Hallaj, K. S. A., Arectya, E. A. M., Firmansyah, E., & Albirra, A. M. (2026).
Constitutionality of E-Voting Implementation in Indonesia's Electoral System: Opportunities
and Juridical Challenges. Journal of Law and Governance, 1(02).

Setiawati, S. Y., Al Hallaj, K. S. A., Firmansyah, E., Safira, P. R., & Junaidi, M. (2026). The
Influence of Parenting Styles on Reading Interest of Elementary School Students. H-Luminia:
Education, Psychology and Social Behavior Research Journal, 1(01).

Setiawati, S. Y., Al Hallaj, K. S. A., Nusantara, H. D., Al Hafidz, N. F. I., & Malihah, G. R. (2026).
Islam in England: Revitalizing the Positive Image of the British Muslim Community. Journal
of Social Sciences and Humanities, 1(01).

Setiyawan, |., Firmansyah, E., Hag, M. N., & Vhalery, R. (2026). Implementation and
Application of Public Relations Management at SMA Negeri 1 Batu:-. The Nexus-Education
and Society Research Journal, 1(1).

Setivawan, M. I., Al Hallaj, K. S. A., Firmansyah, E., Arectya, E. A. M., & Nusantara, H. D.
(2026). Management Policy of Zakat, Infaq, and Sedekah (ZIS) as an Instrument for Extreme



<

Vol. 01, No. 02, September 2026

[109].

[110].

[111].

[112].

[113].

[114].

[115].

[116].

[117].

[118].

[119].

Poverty Alleviation: A Maqashid Shariah Perspective. H-Econexus: Economics, Business and
Banking Research Journal, 1(01).

Setiyawan, M. ., Vhalery, R., & Haqg, M. N. (2026). An Integrative Model of Moral Education:
Ibn Miskawaih, Al-Ghazali, and Ibn Khaldun and Their Relevance to Student Character
Education:-. The Nexus-Education and Society Research Journal, 1(1).

Setiyawan, R., Hamsiah, W., Wahyuni, H. |., Ramadhan, S., & Firmansyah, E. (2026). Local
Kyai's Religious Elite Transformation and Governance Paradox: A Comparative Study of
Indonesia and Iran. International Journal of Law and Society, 5(2), 290-306.

Shih, I.-T., Silalahi, A. D. K., Baljir, K., & Jargalsaikhan, S. (2024). Exploring the impact of
perceived sustainability on customer satisfaction and the mediating role of perceived value.
Cogent Business & Management, 11(1), Article 2431647.
https://doi.org/10.1080/23311975.2024.2431647

Suryadinata, A. M. |., Pratama, M. W., & Firmansyah, E. (2025). MODEL PEMBELAJARAN PAI
INTERDISIPLINER BERBASIS PEACE EDUCATION DAN DERADIKALISASI DI PONDOK
PESANTREN MODERN AL-ISTIQAMAH NGATABARU. Research and Development Journal of
Education, 11(2), 780-785.

Syah, E. F., Khozin, K., & Haris, A. (2023). Merenda The History of Sheik Sya'ban in The
Framework of Banggai Ethnic Islamic Educational Anthropology 8th Century Ad. Edukasi
Islami: Jurnal Pendidikan Islam, 12(03).

Syamsuddin, S. D., & Firmansyah, E. (2025). Developing Khulugin'Adzim Through Tarbiyah
Yaumiyah Program. Al-Hayat: Journal of Islamic Education, 9(4), 766-781.

Tobroni, T., & Firmansyah, E. (2022). Tipologi manajemen tradisional dan modern dalam
perkembangan pendidikan pesantren. Research and Development Journal of
Education, 8(1), 333-338.

Tobroni, T., Firmansyah, E., Masdul, M. R., & Anwar, S. (2024). Strengthening Islamic
Education Values through Kaili Da'a Local Ethnic Cultural Symbol. Al-Hayat: Journal of
Islamic Education, 8(1), 113-122.

Tobroni, T., Firmansyah, E., Rajindra, R., & Fadli, N. (2023). Spirituality as a paradigm of
peace education. Multicultural Islamic Education Review, 23-32.

Vhalery, R., Hag, M. N., Setiyawan, M. |., & Firmansyah, E. (2026). Implementation of Islamic
Religious Education Based on Religious Moderation Through Digital Literacy in Preventing
Radicalism Among Students in Indonesia: Study in Indonesia. The Nexus-Education and
Society Research Journal, 1(1).

Widyatama, W., & Firmansyah, E. (2026). PENGARUH PENGGUNAAN MEDIA PODCAST
TERHADAP KEMAMPUAN MENYIMAK SISWA KELAS X SMK NEGERI 1 POGALAN. Pendas:
Jurnal llmiah Pendidikan Dasar, 11(01), 92-102.



https://doi.org/10.1080/23311975.2024.2431647

<

Vol. 01, No. 02, September 2026

[120].

[121].

[122].

[123].

Wijoyo, M. B., Al Hallaj, K. S. A., Firmansyah, E., Setiyawan, M. |., & Huda, M. T. (2026).
Analysis of the Concept of Khidmat and Community Welfare in Abu Ubaid's Economic
Thought: Its Relevance to Modern Fiscal Policy. Journal of Economics, Business and
Banking, 1(01).

Wijoyo, M. B., Firmansyah, E., Al Hallaj, K. S. A., Zakariah, I., & Junaidi, M. (2026). The Impact
of Academic Stress Levels and Grit (Perseverance) on Burnout Behavior Among Final Year
Students Writing Their Theses at Universitas Islam Negeri Sunan Ampel Surabaya. H-
Luminia: Education, Psychology and Social Behavior Research Journal, 1(01).

Yazar, F., Farhan, F. A, Faqih, A., & Firmansyah, E. (2026). THE ROLE OF SOCIAL MEDIA IN
SHAPING GENDER IDENTITY AMONG GENERATION Z. H-Luminia: Education, Psychology and
Social Behavior Research Journal, 1(01).

Yazid, S., & Firmansyah, E. (2022). Analisis problematika dan solusi atas motivasi belajar
peserta didik dalam pendidikan Islam. Research and Development Journal of
Education, 8(1), 339-344.






